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Abstrak 
Pengurusan Perliubungan Pelanggan (PPP) telah menjadi sebuah topik akade~iiik dan 
praktikal yang semakin popular dala~n bidang perniagaan. Dalam persekitaran yang 
konipetitif sepe~ti industri perhotelan, PPP telah ~nenjadi satu strategi penting bagi 
meningkatkan prestasi hotel. Walau bagairnanapun, penyelidikan yang niengkaji 
perhubungan antara dimensi PPP (orientasi pelanggan, organisasi PPP, pengurusan 
pengetahuan dan PPP berasaskan teknologi) dengan prestasi hotel masih terbatas. Kajian 
ini secara ernpirikal mengkaji hubungan antara di~nensi PPP dengan prestasi hotel di 
Malaysia. Ia juga meneliti kesan pengantara keupayaan perancangan pemasaran dan 
keupayaan pelaksanaan pelnasaran kepada hubungan antara dimensi PPP dan prestasi 
hotel. Data telah dikumpu lkan dengan ~nenggunakan kaedah tinjauan di lnana sejumlah 
410 borang soal selidik telah diedarkan kepada pengurus hotel dan mengliasilkan respon 
sebanyak 37.1% (152 borang lengkap dikembalikan). Analisis regresi dijalankaii untuk 
menguji hubungan antara dirnensi PPP, keupayaan perancangan pemasaran, keupayaan 
pelaksanaan pemasaran dengan prestasi hotel. Hasil kajian rnenunjukkan terdapat 
hubungan yang positif antara dimensi PPP dengan prestasi hotel. Ia juga ~nenunjukkan 
bahawa keupayaan perancangan pelnasaran dan keupayaan pelaksanaan pernasaran 
memainkan peranan sebagai pengantara kepada hubungan antara di~nensi PPP dan 
prestasi hotel. Kajian ini menunjukkan bahawa organisasi PPP adalah su~nber pengaruh 
utama ke atas keupayaan pemasaran dan prestasi hotel. Secara keseluruhannya, kajian ini 
memperkaya bahan dalarn bidang kajian dengan menyarankan bukti tentang kepentingan 
dirnensi PPP dala~n meningkatkan prestasi hotel. Sebagai tamballan, ia juga ~nemberi 
pet~~njuk kepada kemungkinan kesan-kesan penting pengantara keupayaan penlasaran 
(perancangan dan pelaksanaan) terhadap hubungan antara dimensi PPP dengan prestasi 
hotel. Dari perspektif praktikal, dengan memahami hubungan antara konstruk dalam 
model kajian, pengurus hotel boleh meniaksimurnkan penggunaan su~nber dalarnan 
masing-masing ~ ~ n t u k  me~ingkatkan prestasi organisasi. Kajian itu mengesyorkan supaya 
kajian pada masa akan datang memasukkan faktor-faktor seperti faktor persekitaran 
luaran dan ciri-ciri hotel yang boleh mempengaruhi hubungan antara dimensi PPP dengan 
prestasi hotel. 
Kata kunci: Keupayaan Pelaksanaan Pemasaran, Keupayaan Perancangan Pemasaran, 
Pengurusan Perhubungan Pelanggan, Prestasi Hotel 
Abstract 
Customer Relationship Management (CRM) has become an increasingly popular 
academic and practical topic in the business field. In competitive environments such as 
the hotel industry, CRM has become a crucial strategy to increase hotel performance. 
However, research that investigates the relationships between CRM dimensions 
(customer orientation, CRM organization, knowledge management and technology-based 
CRM) and hotel performance is still limited. 'This study empirically examines the 
relationship between CRM dimensions and hotel performance in Malaysia. It also 
investigates the mediating impact of marketing planning capability and rnarlieting 
implementation capability on the relationship between CRM dimensions and hotel 
performance. Data was collected using survey method whereby a total of 410 
qi~estionnaires were distributed to hotel nianagers and yields 37.1 % response rate (152 
useable questionnaires returned). The regression analysis was conducted to test the 
relationships among CRM dimensions, marketing planning capability, marketing 
implementation capability, and hotel performance. The results show a positive 
relationship between CRM dimensions and hotel performance. They also indicate that 
marketing planning capability and marketing implementation capability play a mediating 
role on the relationship between CRM dimensions and hotel performance. This study 
demonstrated that CRM organization is the main source of influence on marketing 
capabilities and hotel performance. Overall, this study enriches the literature by providing 
evidence of the importance of CRM dimensions in improving hotel perfor~nance. 
Additionally, it also points out to the significant mediating effects of marketing 
capabilities (planning and implementation) on the relationship between CRM dimensions 
and hotel performance. From the practical perspective, by understanding the relationship 
among the constructs in the research model, hotel managers could rnaxin~ize the 
utilization of their internal resources to improve organizational performance. It is 
recommended that future studies should include factors such as external environment and 
hotel attributes that may influence the relationship between CRM dimensions and hotel 
performance. 
Keywords: Customer Relationship Management, Hotel Performance, Marketing 
lmplelnentation Capability, Marketing Planning Capability 
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1.1 Background of the Study 
Tourism is fast becorning an important sector in many countries. Globally, as an export 
category, it has been ranked as the fourth after fuel, chemicals and food (UNWTO, 
2012). Moreover, it enables the creation of lnany jobs and encourages progress in 
developing countries. International tourism receipts reached approxi~nately US$ 1,075 
billion globally in 2012, up from US$ 1,042 billion in 201 1 (UNWTO, 2013). 
With this global growth in touris~ii, countries have started to pay more attention to the 
touris~n industry. Tourism and the hotel industry have a positive impact 011 many 
nations' economies, providing foreign currency, supporting the balance of payments in a 
positive way and contributing to foreign debt repayments. The hotel industry is 
considered a core element of the tourism sector, and its performance plays a vital role in 
enhancing economic growth (Zailani, Omar, & Kopong, 201 1). It provides e~nployment 
opportunities in areas of high unemployment. Although in many cases hotels offer only 
seasonal jobs, they are still beneficial to citizens. The hotel industry also feeds diverse 
industries and has a ~nultiplier effect. Thus, governments should give special attention to 
further development of the hotel industry. 
However, highly aggressive co~npetition in the hotel industry is one of the strongest 
challenges, as high co~npetition is characterized by increasingly narrow margins; hence 
there is pressure to provide effective service, which in t ~ ~ r n  leads to increasing costs. 
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Abdullah, A. A., & Mohad, H. H. (20 12). Internal Success factors of Hotel occupancy 
rate. International Journal of Business andSocial Science, 3(22), 199-2 1 8. 
Abdul Manan, D. I., & Jan, N. M. (2010). Do resources contribute to firms' 
performances? Exploring batik industry in Malaysia. Inteniational Review uf 
Bu.siness Research Papers. 6(3), 1 89-204. 
Abdullateef, A. 0 .  (20 1 1). The i~~ipact qf custoiner relationship nzanagenzent 011 caller 
satisfaction in customer contact centers: Evidence,froln Malaysia. Unpublished 
PhD thesis, UUM, Malaysia. 
Abdullateef, A. O., Mokhtar, S. S., & Yusoff, R. Z. (2010). The impact of CRM 
diniensions on call center performance. International Journal of C'onlputer 
Science and Network Security, I0(12), 184-1 95. 
Achrol, R. S. (1991). Evolution of the inarketing organization: New forms for turbulent 
environments. Journal of Marketing, jj(October), 77-93. 
Ackfeldt, A. L., & Coote, L. V. (2005). A study of organizational citizenship behaviors 
in a retail setting. Journal qfBzuine.ss Research, 58(2), 15 1-1 59. 
Acquaah, M. (2007). Managerial social capital, strategic orientation, and organizational 
performance in an emerging economy. Strategic Management Journal, 28(12), 
1235-1255. 
Ahmed, P. K., & Rafiq, M. (2003). Internal marketing issues and challenges. European 
Journal of Marketing, 37(9), 1 177-1 186. 
Akroush, M. N., Dahiyat, S. E., Gharaibeh, H. S., & Abu-Lail, B. ru'. (201 1). Custonier 
relationship management implementation: an investigation of a scale's 
generalizability and its relationship with business performance in a developing 
country context. International Journal of Comnlerce and Managelnent, 21(2), 
158-190. 
Alavi, M., & Leidner, D. E. (2001). Review: Knowledge management and knowledge 
management systems: Conceptual foundations and research issues. MIS 
Quarterly, 25(1), 107-1 36. 
Alavi, S., Ahuja, V., & Medury, Y. (201 1). E-CRM using online communities. The IUP 
Jozirrial of Marketing Management, 10(1), 35-44. 
Ali, M., & Alshawi, S. (2003). Investigating the Impact of Cross-culture on CRM 
Implementation: A Comparative Study. [online] accessed at 
http://w~vw.isein~.or~/e1ncis/EMCIS2005/pdfs/EMCISO5Alshawi.p~f [accessed 
10/12/10]. 
Allyne, P., Doherty, L., & Greenidge, D. (2006). Human resource management and 
performance in the Barbados hotel industry. Hospitality hfanagemeni, 25(4), 
623-646. 
Almotairi, M. (2009). A framework for s~~ccessful CRM implementation. In European 
and Mediterranean Conference on Infornzation Systenzs, 1 - 12. 
Al sawalqa, F., Holloway, D., & Alam. M. (201 1). Balanced Scorecard implementation 
in Jordan: An lnitial Analysis. International Journal of Electronic Business, 9(3), 
196-2 10. 
Ainiri, M., Sarfi, A., Kahreh, M. S., & Maleki, M. H., (2010). Investigation the Critical 
Sz~cces.s 
Ang, L., & Buttle, F. (2006). MaNgaing for successful custonler acquisition: An 
exploration. Journal of Marketing Management, 22(3-4), 295-3 1 7. 
Asikhia, 0 .  (2010). Customer orientation and firm perfonnance among Nigerian small 
and medium scale businesses. Intenzational Journal of Marketing Studies, 
2(1),197-213. 
Attharangsun, N., & Ussahawanitchakit, P. (2008). The antecedents and consequences 
of CRM effectiveness in health service industry of Thailand. Review of business 
research, 8(4), 1 - 1 6. 
Awang, K. W., Ishak, N. K., Mohd Radzi, S., & Taha, A. Z. (2008). Environmental 
Variables and Performance: Evidence from the Hotel Industry in Malaysia. 
International Journal of Econorizics and Managenlent, 2(1), 59-79. 
Azizi, S., Movahed, S. A., & Khah, M. H. (2009). The effect of marketing strategy and 
marketing capability on business performance. Case study: Iran's medical 
equ i p~nent sector. Journal of hfedical Marketing: Device, Diagno.rtic and 
Pharlnacezrtical Marketing, 9(4), 309-3 1 7. 
Balaram, A., & Adhikari, B. (2010). MaNgaing customer relationships in service 
organizations. Administration and Management Review, 2 1 (2), 65-78. 
Baran, R. J., Galka, R.J., & Strunk, P. D. (2008). Prilzciples of custolner Relationship 
Managenient. U.S.A: Thomson. 
Barnes, J. G. (200 1). Secrets of Customer Relationship Managenient: It's All Abozrt How 
You Make Them Feel. New York: McGraw-Hill. 
Barney, J. B. (1 986). Strategic factor markets: Expectations, luck, and business strategy. 
Managenlent Science, 32(1 O), 123 1 - 124 1. 
Barney, J. B. (1991). Firm Resources and Sustained Competitive Advantage. Journal of 
hlanagelnent, 17(1), 99-120. 
Barney, J. B., & Clark, D. N. (2007). Resozlrce-based theory: Creating and su.strrining 
colnpetitive advantage. Oxford: Oxford University Press. 
Baron, R. M. & Kenny, D. A. (1986). The moderator-mediator variable distinction in 
social psychological research: Conceptual, strategic, and statistical 
considerations. Journal of per.sonality and social psychology, 51 (6), 1 1 73- 1 1 82. 
Becker, J .  U., Greve, G., & Albers, S. (2009). The impact of technological and 
organizational imple~nentation of CRM on customer acquisition, maintenance, 
and retention. International Journal of Research in Marketing, 26(3), 207-2 15. 
Beldi, A., Cheffi, W., & Dey, P. K. (2010). MaNgaing customer relationship 
management projects: The case of a large French telecoinrnunications company. 
International Jozrrnal of Project Management, 28(4), 339-35 1 .  
Berry, L. L. (1 983). Relationship n7arketing. Ainerican Marketing Association. 
Berry, L,. L. (1995). Relationship marketing of services-growing interest, emerging 
perspectives. Journal of the Acadenly of marketing science, 23(4), 236-245. 
Bharadwaj, S. G., Varadarajan, P. R., & Fahy, J. (1993). Sustainable competitive 
advantage in service industries: A corrceptual model and research. .Journal of 
Marketing, 57(0ctober), 83-99. 
Blaikie, N. (1993). Approaches to Social Enquiry. Cambridge: Polity Press. 
Blattberg, C. B., Getz, G., & Thomas, S. J. (2001). Custonzer Equity: Building and 
MaNgaing Relationships as Valzmhle Assets. Harvard Business School Press. 
Bohling,T.,Bow~nan,D.,Lavalle,S.,Mittal,V.,Narayandas,D.,Ramani,G.,&Varadarajan,R. 
(2006). CRM implernentation: Effectiveness Issues and Insight. Joirrnal of 
Sewice Research. 9(2), 1 84- 1 94. 
Bose, R. (2002). Customer relationship management: key co~iiponents for IT success. 
Industrial Managenze??t & Data Systems, 102(2), 89-97. 
Rotten, N., & McManus, J. (1999). Cor~~petitive Strategies ,for Service Organizations. 
West Lafayette: Purdue University Press. 
Boulding, W., Staelin, R., Ehret, M., & Johnston, W. J. (2005). A customer relationship 
management roadmap: What is known, potential pitfalls, and where to go. 
Journal of Marketing, 155- 1 66. 
Boyle, M. J. (2004). Using CRM software effectively. CPA Jotirnal, 74(7), 17. 
Brady, M. K., & Cronin Jr, J. J. (2001). Some new thoughts on conceptualizing 
perceived service quality: a hierarchical approach. The Journal of Marketing, 
65(3), 34-49. 
Brohman, M. K., Watson, R. T., Piccoli, G., & Parasuraman, A. (2003). Data 
completeness: A key to effective net-based customer service systems. 
Comnzunications of the ACM, 46(6), 47-5 1 . 
Brown, J. B., & McDonnell, B. (1995). The balanced scorecard: short-term guest or long 
term resident? International Journal of Contemporary Hospitality Managenzent, 
7(2/3), 7-1 1. 
Brown, T. J., Mowen, J. C., Donavan, D. T., & Licata, J. W. (2002). The customer 
orientation of service workers: Personality trait effects on self-and supervisor 
performance ratings. Journal of Marketil-rg Research, 39(1 , 1 10- 1 19. 1 Bryman, A., & Bell, E. (201 1). Busir~ess research methods (3' Ed.). Oxford: Oxford 
University Press. 
Bryman, A., & Cramer, D. (2009). Quantitative data analysis with SPSS 14, 15 and 16: 
A guide for social scientists. New York, NY: Routledge. 
Bull, C. (2003). Strategic issues in customer relationship management (CRM) 
implementation. Business Process Managelllent Joztrnal, 9(5), 592-602. 
Bunthuwun, L., Sirion, C., & Howard, C. (201 1). Effective Customer relationship 
management of health care: A study of the perceptions of service quality, 
cooperate image, satisfaction, and loyalty of that outpatients of private hospital in 
Thailand. In ASBBS Annual Conference: Las Vegas, Febnrry ,  17(1), 198-2 1 1. 
Business Monitor International. (20 11). Malaysia Tourism Report, Q2. London. 
Butler, S. (2000). Changing the game: CRM in the e-world. Journal of Business 
Strategy, 21(2), 13-14. 
Buttle, F. (2004). Custolner relationship munagenzent: Concepts and tools, Elsev ier, 
Oxford. 
Camison, C. (2000). Strategic attitudes and information technologies in the hospitality 
business: An empirical analysis.Internationa1 Journal of Hospitality 
Managenlent, 19(2), 125- 143. 
Cannon, P. and Perreault, W.D. Jr ( 1  999). Buyer-sel ler relationships in business 
markets, Journal ofMcrrketing Research, Vol. 36, pp. 439-60 
Capron, L., & Hulland, J. (1999). Redeployment of brands, sales forces, and general 
marketing management expertise following horizontal acquisitions: A resource- 
based view. Journal of Marketing, 63(2), 4 1-54. 
Carver, R. H., & Nash, J. G. (2000). Doing data ana1y.si.s with SPSS 10.0. Duxbury Pr. 
Castellanos-Verdugo, M., Oviedo-Garcia, M., Roldin, J. L., & Veerapermal, N. (2009). 
The employee-customer relationship quality: Antecedents and consequences in 
the hotel industry. International Journal of Contenzporary Hospitality 
Management, 21 (3), 25 1 - 274. 
Cavana, R. Y., Delahaye, B. L., & Sekaran, U. (2001). Applied business I-eseauch 
quantitative and qualitative methods. Australia: John Willey & Sons Ltd. 
Chakravorti, S. (2009). Extending customer relationship management to value chain 
partners for competitive advantage. Journal of Relationship Marketing, 8(4), 
299-3 12. 
Chalmeta, R. (2006). Methodology for customer relationship management. The Journal 
of Systeiizs and Software, 79(7), 10 1 5-1 024. 
Chan, J. 0. (2005). Toward a unified view of customer relationship management. 
Journal of Ainerican Acadenzy of Business, 6(1), 32-38. 
Chand, A., Sharma, V. K., & Uddin, M. (2010). Customer relationship management: the 
success mantra of present generation marketers. Pranjana: The Journal of 
Managenzent Awareness, 13(1), 105- 1 13. 
Chang, T. L. (1996). Cultivating global experience curve advantage on technology and 
marketing capabilities. International Marketing Review, 13(6), 22-42. 
Chang, T. M., Liao, L. L., & Hsiao, W. F. (2005). An en~pirical study of the e-CRM 
perfornlance influence nzodel for sewice sectors in Taiwan. In Proceedings of the 
2005 [EEE international conference on e-technology, e-commerce and e-service, 
240245.RetrievedMay28,201 I ,from, 
http://ieeexplore.ieee.org/stamp/starnp.jsp?tp=&arnum ber=1402302&userTvpe=i 
nst 
Chang,W., Park, J. E., & Chaiy. S. (2010). How does CRM technology transform into 
organizational performance? A mediating role of marketing capability. Journal 
of Business Research, 63(8), 849-855. 
Chen, I. J. & Popovich, K. (2003). Understanding customer relationship management 
(CRM): People, process and technology. Business Process Managenlent 
Journal, 9(5), 672-688. 
Chow, H. S., Lo, W. C., Sha, Z., & Hong, J., (2006). The impact of development 
experience, empowerment, and organizational support on catering service staff 
performance. International Journal of Hospitality Managenzent, 25(3), 478-495. 
Christopher, M., Panyne, A., & Ballantyne, D. (1 991). Relationship marketing: Bringing 
quality, Cu.stonzer sewice and marketing together. Butterworth-Heinemann: 
Oxford. 
Churchill, G. A. Jr. ( 1  995). Marketing research: Methodological foundations. The 
Drydeu Press, G. Edition, New York, USA. 
Churchill, G. A., & lacobucci, D. (20 1 0). Marketing research: Methodological 
,foundations. USA: South-Western Cengage Learning.. 
Cizmar, S., & Weber, S. (2000). Marketing effectiveness of the hotel industry in Croatia. 
International Journal of Hospitalitv Managenzent, 19(3), 227-240. 
Coakes, S., & Steed, L. G. (2003). SPSS cn~alysis without anguish, version 11.0 ,for 
widows. Australia: John Wiley & Sons. 
Cobanoglu, C., Corbachi, K., & Ryan, B. (2001). A comparative study: the impact of 
technology in lodging properties in the United States and Turkey. International 
.Journal ofHospitality Inforn~ation Technology, 2(1), 23-40. 
Coltman, T. (2007). Can superior CRM capabilities improve performance in banking?. 
Journal of Financial Services Marketing, 12(2), 1 02- 1 14. 
Conant, J. S., & White, J. C. (1 999). Marketing program planning, process benefits, and 
store performance: An initial study among small retail firms. .Journal of Retail, 
75(4), 525-541. 
Cooper, D. R., & Schindler, P. S. (2008). Business research methods (loth ed). New 
York: McGraw-Hill Higher Education. 
Creswell, J. W. (2009). Research Design: Qualitative, Quantitative, and Mixed Methods 
Approaches (3rd ed). Los Angles: Sage. 
Croteau, A. M., & Li, P. (2003). Critical success factors of CRM technological 
initiatives. Canadia17,journal of adilzinistrative sciences, 20( 1 ), 2 1-34. 
Curry, A., & Kkolou, E. (2004). Evaluating CRM to contribute to TQM improvement - 
a cross-case comparison. The TQM Magazine, 16 ( 9 ,  3 14-324. 
Da Silva, R. V., & Rahirni, I. (2007). A critical success factor model for CRM 
implementation. International Journal of Electronic Custonier Relationship 
Management, ](I), 3-15. 
Daft, R. (2003). Management (6'h ed). Mason: Thomson South-Western West. 
Daghfous, A., & Barkhi, R. (2009). The strategic management of information 
technology in UAE hotels: An exploratory study of TQM, SCM, and CRM 
implementations. Technovation, 29(9), 588-595. 
Daud, S., & Yusoff, W. F. W. (2010). Knowledge management and firm performance in 
SMEs: The role of social capital as a mediating variable. Asian Academy of 
Management Journal, 15(2), 135-1 55. 
Davenport, T.H., & Short, J.E. (1990). The new industrial engineering: information 
technology and business process redesign. MIT Sloan Managenzent Review, 31, 
1 1-27. 
Davidson, H. (2002). The Comnzitted Enterprise. Oxford: Butterworth-Heinemann. 
Day, G. S. (1994). The capabilities of market-driven organizations. The Journal of 
Marketing,35(4) 37-52. 
Day, G. S. (2003). Creating a superior customer-relating capability. MIT Sloan 
Managelnent Revenue, 44 (3), 77-82. 
Day, G. S., & Van den Bulte, C. (2002). Superiority in customer relationship 
management: consequences for conpetitive advantage and performance. 
University of Pennsylvania, Working Paper (Septemper), supported by 
Marketing Science Institute (MSI), The Wharton School. 
Dean, A. M. (2007). The impact of customer orientation of call center Employees on 
customers' Affective Commitnlent and Loyalty. Journal of Service Research, 
10(2), 161-173. 
Dean, A. M. (2009). Frontline employees' views on organizational factors that affect the 
delivery of service quality in call centers. Journal oj-service Marketing, 23(5), 
326-337. 
Denton, G. A. & White, B. (2000). Implementing a balanced-scorecard approach to 
maNgaing hotel operations. Cornell Hotel and Restaurant Atltninistration 
Quarterly, 41(1), 94-107. 
Deshpande, R. (1 983). Paradigms lost: On theory and method in research in marketing. 
Journal of Marketing, 47(Fall), 10 1- 1 10. 
Dev, C. S., & Olsen, M. D. (2000). Marketing challeliges for the next decade. Cornell 
Hotel and Restaurant Adnli~iistration Qziarterly, 41 ( 1 ), 4 1-47. 
Dimitriadis, S., & Stevens, E. (2008). Integrated customer relationship management for 
service activities: an internallexternal gap model. MaNgaing Sewice Quality, 
18(5), 496-5 1 1. 
Doran, M. S., Haddad, K., & Chow, C., W. (2002). Maximizing the success of balanced 
scorecard implementation in the hospitality industry. Intertiational Journal of 
Hospitality and Tourisnz Adnzinisrration, 3(3), 33-58. 
Dous M., Salomann H., Kolbe, L., & Brenner, W. (2005). Knowledge Management 
Capabilities in CRM: Making Knoiuledge For, Fronz and About Cu.~tomer.s 
Work. Proceedings of the Eleventh Americas Conference on Information 
Systems, Omaha, NE, USA August I 1 th-14th, pp. 167-1 78. Retrieved from 
http://www.alexandria.unisg.ch/export/DL/205220.pdf 
Dowling, G. (2002). Customer Relationship Management: In B2C Markets, Often Less 
is More. California Managenlent Review, 44 (3), 87-104. 
Dowling, J. (1993). Organizational legitimacy: social values and organizational 
behavior. Pacific Sociological Review, 18, 122-1 36. 
Drohan, R., Foley, A., & Lynch, B. (2009). Towards a resources-based view of thefir111 
perspective on enhancing custon~er relationship in the hotel industty. In: 1AM 
Conference, 2nd - 4th September 2009, Galway Mayo Institute. Retrieved 
November 27,201 1, from http://repository.wit.ie/138 I/ 
Dutta, S., Narasimhan, O., Rajiv, S. (1999). Success in high-technology markets: Is 
marketing capability critical?. Marketing Science, 18, 547-568. 
Dutta, S., Zbaracki, M. .I., & Bergen, M. (2003). Pricing process as a capability: A 
resource-based perspective. Strategic Management Journal, 24(7), 6 15-630. 
Dutu, C., & HglmZjan, H. (201 1). The effect of organizational readiness on CRM and 
business performance. International journal of computers, I (2), 106-1 14. 
Easterby-Smith, M., Thorpe, R., Jackson, P., & Lowe, A. (2008). Managenlent research 
(3rd ed.). SAGE Publications Limited. 
Eid, R. (2007). Towards a successfi~l CRM implementation in banks: An integrated 
model. The Sewice Industries Journal, 27(8), 102 1-1 039. 
Eisenhardt, K. M., & Martin, J. A. (2000). Dynamic capabilities: What are they?. 
Strategic Management Journal, 21 ( 10- 1 I), 1 1 05-1 12 1 . 
Ekeledo, I., & Sivakutnar, K. (2004). International market entry mode strategies of 
manufacturing firms and service firms: A resource-based perspective. 
International Marketing Review, 21 (1 ), 68- 1 0 1. 
Elmuti, D., Jia, H., & Gray, D. (2009). Customer relationship management strategic 
application and organizational effectiveness: An elnpirical investigation. Journal 
of Strategic Marketing, 1 7(1), 75-96. 
Enz, C.A. (2009). Key Issues of Concern in the Lodging Industry: What Worries 
Managers. Cbrnell Hospitality Report, 9 (4), 1 -1 7. 
Ernst, H., Hoyer, M., Krafft, M., & Krieger, K. (201 1). Customer relationship 
management and company performance-the mediating role of new product 
performance. Journal of the Acadeniic Marketing Science, 39(2), 290-306 
Evans, N. (2005). Assessing the balanced scorecard as a management tool for hotels. 
International Journal of Contenlyoraty Hospitality Management, 17(5), 376- 
390. 
Fahy, J., Hooley, G., Cox, T., Beracs, J., Fonfara, K., & Snoj, B. (2000). The 
development and impact of marketing capabilities in Central Europe. Jozlrnal of 
International Business Studies, 31 (I), 63-8 1. 
Fan, Y. W., & Ku, E. (2010). Customer focus, service process fit and ci~stomer 
relationship management profitability: The effect of knowledge sharing. The 
Service Industries Journal, 30(2), 203-223. 
Fai-joun, M. (2002). Towards an organic perspective on strategy. Strategic Management 
Journal, 23(7), 56 1-594. 
Field, A. (2009). Discovering stati.stics using SPSS for Windows. London: Saga 
Publication. 
Fink, A. (1 995). How to san~ple in surveys. London: Sage Publications. 
Finnegan, D. J., & Currie, W. L. (2010). A multi-layered approach to CRM 
implementation: An integration perspective. European Manage~~zent Joz~rnal, 
28(2), 153-167. 
Foss, B., Stone, M. & Ekinci, Y. (2008). What makes for CRM system success - or 
failure. Journal of Database Marketii7g and Custonzer Strategy Management, 
15(2), 68-78. 
Fox, T. & Stead, S. (2001). Customer Relationship Management: Delivering the 
Benefits, White Paper, CRM (UK) and SECOR Consulting, New Malden. 
Retrieved July 24,20 1 1 from 
http://www.iseing.org/e~ncis/EMCIS Website/EMCS20 1 1 %20Proceedings/SCI 1 
O.pdf 
Frigo, M. (2002). Strategy and the balanced scorecard. Strategic Finance, 84(5), 6-9. 
Galbreath, J., & Rogers, T. (1999). Customer relationship leadership: a leadership and 
motivation model for the twenty-first century business. The TQM nzagasine, 
11(3), 161-171. 
Garrido-Moreno, A., & Padilla-Melendez, A. (201 1). Analyzing the impact of 
knowledge management on CRM success: The mediating effects of 
organizational factors. International Journal of Infornzation Managernent, 31 ( 9 ,  
437-444. 
Gefen, D., & Ridings, C. M. (2002). In~plementation team responsiveness and user 
evaluation of customer relationship management: A quasi-experimental design 
study of social exchange theory. Jozirnal of Managernent Infornration ,Yj~ste~ns, 
19(1), 47-70. 
George, D., & Mallery, P. (2006). SPSS for windows step by step: A simple guide and 
reference. Boston: Allyn Bacon. 
Gibbert, M. (2006). Generalizing about uniqueness: An essay on an apparent paradox in 
the resource-based view. Jozirnal of Managenlent Inquiv, 15(2), 124- 134. 
Gill, J., Johnson, P., & Clark, M. (201 0). Re.~earch Methods for Managers (4'" ed.). Los 
Angles: SAGE. 
Goldenberg, B.J. (2008). CRM in Real Time: Enipowering custonler relationsh@s. New 
Jersey: lnformation Today Inc. 
Goulian, C., & Mersereau, A. (2000). Performance measurement-Implementing a 
corporate scorecard. Ivey Business Journal, 65( I), 48-59. 
Grant, R. M. ( 199 1) The resource-based theory of competitive advantage: Implications 
for strategy formulation. Caledonia Managenzent Review, 33(3), 1 14-1 35. 
Greenley, G. E., Hooley, G. J., & Rudd, J. M. (2005). Market orientation in a multiple 
stakeholder orientation context: implications for marketing capabilities and 
assets. Journal of Business Research, 58(11), 1483-94. 
Greenberg, P. (2004). CRMut the Speedoflight. Tata McGraw-Hill Education. 
Gregory, S. & Breiter, D. (2001). Leveling the playing field: E-marketing's impact on 
lodging operations. Journal of Ho.spitality & Leisure Marketing, 7(4), 45-60. 
Gronroos, C. (2004). The relationship marketing process: communication, interaction, 
dialogue, value. Journal of Business & Industrial Marketing, 19(2), 99-1 13. 
Gulati, R., & Oldroy, J. B. (2005). The quest for customer focus. Haivard Bz~.siness 
Review, 83(4), 92- 10 1. 
Gummesson, E. (2004). Return on relationships (ROR): the value of relationship 
marketing and CRM in business-to-business contexts. Journal of Busines,~ & 
Industrial Marketing, 19 (2), 1 36 - 1 48. 
Gunasekaran, A. (1999). Agile manufacturing: a framework for research and 
development. International jozrrnal ofproduction economics, 62(1), 87- 105. 
Gupta, B., & Iyer, L. S. (2005). Theoretical Framework for CRM Outsourcing.2841- 
2845 
Gursoy, D., & Swanger, N. (2007). Performance-enhancing internal strategic factors and 
competencies: Impacts on financial success. International Journal of Hospitality 
Management, 26( 1 ), 2 1 3-227. 
Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The Effects of Custorner 
Satisfaction, Relationship Commitment Dimensions, and Triggers on Custorner 
Retention. Journal ofMarketing, 69(0ctober), 210-2 18. 
Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2010). 
Multivariate data analysis a global perspective (7''' ed.). U.S.A: Upper Saddle 
River. 
Haktanir, M. & Harris, P. (2005). Performance measurement practice in an independent 
hotel context: A case study approach. International Journal of Conteniporrrry 
Hospitality Managenzent, 1 7(1), 39 - 50. 
Hallin, C. A., & Marnburg, E. (2008). Knowledge management in the hospitality 
industry: A review of empirical research. Tourisnz Managenzent, 29(2), 366-8 1 .  
Ham, S., Gon Kim, W., & Jeong, S. (2005). Effect of information technology on 
performance in upscale hotels. International Journal of Hospitality Management, 
24(2), 28 1-294. 
Ham id, H. (2009). Toward unfolding CRM in~plenzentation in Pakistan: A case stz~dy. 
17th European Conference on Information Systems. Islamabad, Pakistan. 
Retrieved June 28,201 I ,from http://is2.lse.ac.uk/asp/aspecis/20090249.pdf 
Hammer, M., & Champy, J. (1993). Reengineering the Corporation: A Manifesto .for 
Business Revolution. New York: Harper Business. 
Han, J. K., Kim, N., & Srivastava, R. K. (1998). Market orientation and organizational 
performance: is innovation a missing link?. The Journal of marketing, 30-45. 
Hansotia, B. (2002). Gearing up for CRM: Antecedents to successfi~l implementation. 
Journal of Database Marketing, 10(2), 12 1 - 1 3 1. 
Harding, D., Cheifetz, D., DeAngelo, S. & Ziegler, E. (2004). CRM's silver lining. 
Marketing Management, 13(2), 27-33. 
Harrigan. P., Ramsey, E., & Ibbotson, P. (2009). Investigating the e-CRM Activities of 
Irish SMEs. Journal of S~nall Business and Enterprise Development, 16(3), 443- 
465. 
Hatzakis, T., Lycett, M., Macredie, R. D., & Martin, V. A. (2005). Towards the 
development of a social capital approach to evaluating change management 
interventions. European Journal oflnforn~ation Sy,stenl.s, 14, 60-74. 
Haugland, S. A., Myrtevit, I., & Nygard, A. (2007). Market orientation and performance 
in the service industry: A data envelopment analysis. Journal of Bn.sines.s 
Research, 60(1 I), 1 1 9 1- 1 197. 
Hendricks, K. B, Singhal, V. R., & Stratman, J. K. (2007). The impact of enterprise 
systems on corporate performance: A study of ERP, SCM, and CRM system 
implementations. Journal of Operations Managenzent, 25(l), 65-82. 
Hermans, O., Mutsaerts, H., & Olyslager, L. (2009). Guest relationship management 
principles as a Reference point for building your brand: The case of a hospitality 
group's brand building process. TOURISMOS, 4(3), 1 5-34. 
Hillebrand, B., Kemp, R. G., & Nijssen, E. J. (201 1). Customer orientation and future 
market focus in NSD. Journal of Sewice Management, 22( 1 ), 67-84. 
Homburg, C., Workman, J. P., & Jensen, 0. (2000). Fundamental changes in marketing 
organization: The movement toward a customer-focused organizational 
structure. Journal of the Acade111y of Marketing Science, 28(4), 459-478. 
Hough, J., Neuland, E. W., & Bothma, N. (2003). Global Business Environ~~~ents and
Strategies (2nd eci). Oxford: Oxford University Press. 
Hsin Chang, H. (2007). Critical factors and benefits in the implementation of custo~ner 
relationship management. Total Quality Management, 18(5), 483-508. 
Hsin Chang, H., & KLI, P. (2009). Implementation of relationship quality for CRM 
performance: Acquisition of BPR and organizational learning. Total Quality 
Management, 20(3), 327-348. 
Hu, L., Bentler, P. M., & Kano, Y. (1992). Can test statistics in covariance structure 
analysis be trusted?. Psychological Bulletin, 112(2), 35 1-362. 
Hung, S. Y., Hung, W. H., Tsai, C. A., & Jiang, S. C. (2010). Critical factors of hospital 
adoption on CRM system: Organizational and information system perspectives. 
Decision support systems, 48(4), 592-603. 
Hussain, I., Hussain, M., Hussain, S., & Sa-jid, M. A. (2009). Customer relationship 
management: Strategies and practices in selected banks of Pakistan. 
International Review of Busines.~ Researclz Papers, 5(6), I 1 7- 1 32. 
Izquierdo, C. C., Cillan, J. G., & Gutierrez, S. S. M. (2005). The impact of customer 
relationship marketing on the firm performance: A Spanish case. Journal of 
Services Marketing, 19(4), 234-244. 
Jain, R., & Jain, S. (2006). Towards relational exchange in service marketing: Insights 
from hospitality industry. Journal of Sen~ices Research, 5(2), 1 39- 149. 
Jain, R., Jain, S., & Dhar, U. (2004). Measuring Customer Relationship Management. 
Journal of Services Research, 2 (2), 97- 1 07. 
Jayachandran, S., Sharma, S., Kaufman, P., & Raman, P. (2005). The role of relational 
information processes and technology use in customer relationship management. 
Journal of Marketing, 69(4), 1 77-92. 
Jones, T., & Taylor, S. F. (2012). Service loyalty: accounting for social capital. Journal 
of Services Marketing, 26(1), 60-75. 
Judson, K. M., Aurand, T. W., & Karlovsky, R. W. (2007). Applying relationship 
marketing principles in the university setting: An adaptation of the exchange 
relationship typology. Marketing Managenrent Journal, 17(1), 1 84- 197. 
Jusoh, R. (2008). Environmental Uncertainty, Performance, and the Mediating Role of 
Balanced Scorecard Measures Use: Evidence from Malaysia. International 
Review of Business Research Papers, 4(2), 1 16- 135. 
Kaiser, H. F. (I 974). An index of factorial simplicity. Psychonletrika. 39(1), 3 1-36. 
Kale, S. H. (2012). CRM in Gaming: It's No Crapshoot!. UNLV Gaming Research and 
Review Journal, 7(2), 43-55. 
Karnath, V., Bhosale, S., & Manjrekar, P. (2008). Customer Relationshiy Managenrent: 
A key Success Factor in Sewices Mclrketing (A Case Study of Touri.s171 (Hotel) 
Sewices in Navi Munibai). Conference on Touris~n in India - Challenges Ahead, 
15-17 May. Retrieved December 19, 2010 from 
http://dspace.iimk.ac.in/bitstream/2259/559/l/2132 17+Dr.+Pradip+Manirekar+l+ 
IIM-K+PRADIP+CRM+PAPER.pdf. 
Kandampully, J., & Hu, H. (2007). Do hoteliers need to manage image to retain loyal 
customers. International Jozlrnal of Conteniporary Hospitality Managenlent, 
19(6), 435-443. 
Kaplan, R.S., & Norton, D.P. (1992). The balanced scorecard: measures that drive 
performance. Haward Business Review, January-February, 7 1-79. 
Kaplan, R. S., & Norton, D. P. (1996). Using the balanced scorecard as strategic 
management system. Haward Business Review, 74(1), 75-85. 
Kaplan, R. S., & Norton, D. P. (2001). The Strategy Focused Organization: How 
Balanced Scorecard Conzpnnies Thrive in the New Business E1zvironn:ent. 
U.S.A: Harvard Business School Press. 
Kaplan, R. S., & Norton, D. P. (2004). Measuring the strategic readiness of intangible 
assets. Hnward Business Review, 82(2), 52-63. 
Karadag, E., Cobanoglu, C. & Dickinson, C. (2009). The characteristics of IT 
investment decisions and method used in the US lodging industry. International 
Journal of Contenlpornry Hospitality Management, 2 1 ( 1 ), 52-68. 
Kasim, A., & Minai, B. (2009). Linking CRM strategy, custorner performance measure 
and performance in hotel industry. Internafional Journal of  economic.^ and 
Management, 3(2), 297 - 3 16. 
Kennedy, K. N., Lassk, F. G., & Goolsby, .I. R. (2002). Customer mind-set of elnployees 
throughout the organization. Journal of the Acude~~zy of Marketing Science, 
30(2), 159-17. 
Kim, B. Y. (2008). Mediated effects of customer orientation on customer relationship 
management performance. International Journal of Hospitality & Tourism 
Administration, 9(2), 192-2 1 8. 
Kim, B. Y., Oh, H. (2004). How do hotel firms obtain a competitive advantage?. 
Inlernationa1,journal of contenzporary hospitalily manag-enzent, I6(1), 65-7 1.  
Kim, H. S, Kim, Y. G., & Park, C. W. (2010). Integration of firm's resource and 
capability to implement enterprise CRM: A case study of a retail bank in Korea. 
Decision Supporl Systems, 48(2), 3 13-322. 
Kim, J., Suh , E.,& Hwang ,H. (2003). A model for evaluating the effectiveness of CRM 
using the balanced scorecard. Journal of Interactive Marketing, 17(2), 5-1 9. 
Kim, W. G., & Cha, Y. (2002). Antecedents and consequences of relationship quality in 
hotel industry. Ho.spitality Inanugement, 21(4), 32 1-338. 
Kim, W. G., Lee, Y. K.,& Yoo, Y. J. (2006). Predictors of relationship quality and 
relationship outcornes in luxury restaurants. Joz~rnal of Hospitality & TOZIY~SMI 
Research, 3(2), 43-69. 
Kincaid, J.W. (2003). Custolller relationship Mzanagement: getting it right!. New Jersey: 
Upper Saddle River. 
King, S. F., & Burgess, T. F. (2008). Understanding success and failure in customer 
relationship management. Industrial Marketing Managen~ent, 37(4), 42 1-43 1. 
Kingshott, R. P. (2006). The impact of psychological contracts upon trust and 
commitment within supplier-buyer relationships: A social exchange view. 
Industrial Marketing Managenlent, 35(6), 724-739. 
Kirca, A., Jayachanda, S., & Beaden, W. (2005). Market orientation: A meta-Analytic 
review and assessment and impact on performance. Journal of Marketing, 69(2), 
24-4 1 .  
Kline, R. B. (20 1 1 ). Princiyles and Practice of ,Ytructz4ral Equation Modeling (3 rd ed.). 
Guilford Press, New York 
KO, E., Kim, S. H., Kim, M., & Woo, J. Y. (2008). Organizational characteristics and the 
CRM adoption process. Journal ofBusiness Research, 61(1), 65-74. 
Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: the construct, research 
propositions, and managerial implications. Journal of Marketing, 54 (April), 1 - 
18. 
Kotler, P. (2002). When to use CRM and When to forget it!. Paper presented at the 
Academy of Marketing Science, Sanibel Harbour Resort and Spa, 30 May. 
Kotler, P. (2004). Marketing management: Analysis, plunning and control. (12'"ed). 
Englewood Cliffs, NJ: Prentice-Hall Inc. 
Kottler, P., & Armstrong, G. (2004). Principles of Marketing (lofh ed.). New Jersey: 
Prentice Hall. 
Kotler, P., & Keller, K. L. (2006). Marketing Managenlent (12'" ed) .  New Jersey: 
Pearson International Edition. 
Kotler, P., Bowen, J.T., & Makens, J.C. (2006). Marketing for hospitality and touris111 
(4"' ed.). lVew Jersey: Prentice-Hall. 
Krasnikov, A., & Jayachandran, S. (2008). The relative impact of marketing, research- 
and-development, and operations capabilities on firm performance. Jourrial of 
Marketing, 72(4), 1 - 1 1. 
Krasnikov, A., Jayachandran, S., & Kumar, V. (2009). The impact of customer 
relationship management implementation on cost and profit efficiencies: 
evidence from the US commercial banking industry. Journal of Marketing, 
73(6), 6 1-76. 
Ku, E.C.S. (2010). The impact of custolner relationship management through 
implementation of information systems. Total Quality Management & Bu.siness 
Excellence, 21(1 l ) ,  1085-1 102. 
Ku, E. C., & Fan, Y. W. (2009). Knowledge sharing and customer relationship 
management in the travel service alliances. Total Quality Management, 20(12), 
1407-1421. 
Kumar, V. (2008). MaNgaing custori~ers for profit: Strategie.~ to increase profil.7 and 
build loyalty. Prentice Hall Professional. 
Kumar, V., & Shah, D. (2004). Building and Sustaining Profitable Customer Loyalty for 
the 2 1 st Century. Journal of Retailing, 80(4), 3 17-30. 
Kumar, V., Sunder, S., & Ramaseshan, B. (201 1) .  Analyzing the diffusion of global 
customer relationship management: A cross-regional modeling framework. 
Journal of International Marketing, 19(1), 23-39. 
Law, R., & Au, N. (1998). Information technology applications to the Hong Kong hotel 
industry. International Journal of Management, 15(3), 377-384. 
Law, R., & Jogaratnam, G. (2005). A study of hotel information technology 
applications. lnternational Journal of Conteniperary Hospitality Management, 
17(2), 170-180. 
Law, R., Leung, R., & Buhalis, D. (2009). Information technology applications in 
hospitality and tourism: A review of publications from 2005 to 2007. Joilrnal of 
Travel & Tourisn~ Marketing, 26(5-6), 599-623. 
Lee, R. P., Naylor, G., & Chen, Q. (201 1). Linking customer resources to firm success: 
The role of marketing program implementation. Journal of Business Research, 
64,394400. 
Lee, Y. K., Nam, J. H., Park, D. H., & Lee, K. A. (2006). What factors influence 
customer-oriented prosocial behavior of customer-contact employees?. .Jozimal 
of Services Marketing, 20(4), 25 1-264. 
Leedy, P. D., & Ormrod, J. E. (2005). Practical Research: Planning and design (8''' ed.). 
New Jersey: Pearson Educational lnternational and Prentice Hall. 
Light, B. (2001). A review of the issues associated with custon?er I-elation,rhip 
nianagenient systems. Proceedings of the 9th European Conference on 
Information Systems. Bled, Slovenia, June 27-29, pp. 1232-41. Retrived 
November 23,20 10 from http://is2.1se.ac.uk/asp/aspecis/20010069.pdf 
Lin, Y., & Su, H. Y. (2003). Strategic analysis of customer relationship management - a 
field study on hotel enterprises. Total Quality Managenlent, 14(6), 7 15-73 1. 
Line, N. D., & Runyan, R. C. (2012). Hospitality marketing research: Recent trends and 
future directions. International Journal of Hospitality Marlagenlent, 31 (2), 477- 
488. 
Liu, H. (2007). Development of a framework for customer relationship management 
(CRM) in the banking industry. lnternationd Journal of Mancrgenzent, 241  ), 15- 
32. 
Liu, S.S., Luo, X., & Shi, Y. (2003). Market oriented organizations in an emerging 
economy: A study of the missing links. Jozrrnal of Business Resecirch, 56(6), 
481 -491. 
Lo, A. S., Stalcup, L. D., & Lee, A. (2010). Customer relationship management for 
hotels in Hong Kong. International Joun7al of Co17tenipo?.ary Ho.spitality 
Management. 22(2), 139- 1 59. 
Luck, D., & Stephenson, M. L. (2009). An Evaluation of the Significant Elements of 
Customer Relationship Management within the Hotel Industry. Tourisn~ Today, 
9, 7-26. 
Malaysian Association of Hotels (MAH). (20 12). Membership Directory 20 12 
(February) (February). Kuala Lu~npur 
Maleki, M., & Anand, D. (2008). The Critical Success Factors in Customer Relationship 
Management (CRM) (ERP) Implementation. Jouri7al of Marketing & 
Comt71zlnication, 4(2), 67-80. 
Malhotra, N.  K. (2004). Marketing research: An applied orientation (4th ed.). Upper 
Saddle River, NJ: Prentice Hall 
Malhotra, N. K., Hall, J., Shaw, M., & Oppenheim. P. P. (2008) E.ssentia1.s of ina1-ketii7g 
research an ayylied orientation (2"d ed.). Australia: Pearson. 
Matsunaga, M. (2010). How to factor-analyze your data right: do's, don'ts, and how-to's. 
International Journal of Psychological Research, 3(1), 97-1 10. 
McEachern, M., & Warranty, G. (2005). Iinproving customer orientation within the 
fresh meat supply Chain. Journal of Marketing Management, 21(1/2), 89-1 15. 
McGovern, T., & Panaro, J. (2004). The human side of customer relationship 
management. Benefits Quarterly, 20 (3), 26-33. 
McKelvie, S. J. (1 978). Graphic rating scales-How Inany categories?. British .Journal of 
Psychology, 69(2), 1 85-202. 
McNally, R. (2007). An exploration of call center agents' CRM software use, customer 
orientation and job performance in the customer relationship maintenance. 
Journal of Financial service Marketing, 1 2(2), 196- 1 84. 
McNaughton, R. B., Osborne, P., & lmrie, B.C. (2002). Market-oriented value creation 
in service firms. European Journal of Marketing, 36, (911 O), 990- 1002. 
Mechinda, P., & Patterson, P. G. (201 1). The impact of service climate and service 
provider personality on employees' customer-oriented behavior in a high-contact 
setting. Journal of Services Marketing, 25(2), 10 1 - 1 13. 
Mendoza, L. E., Marius, A., Perez, M., & Griman, A. C. (2007). Critical success factors 
for a customer relationship management strategy. Inforination and Sojware 
Technology, 49(8), 9 1 3-945. 
Menguc, B., & - ~ u l ~ ,  S. (2006). Creating a firm-level dynamic capability through 
capitalizing on market orientation and innovativeness. Journal of lhe Acadeiiy of 
Marketing Science, 34(1), 63-73. 
Meyer, M., & Kolbe, L. M. (2005). Integration of customer relationship management: 
Status quo and implications for research and practice. Journal of stralegic 
nlarketing, 13(3), 175-1 98. 
Miller, D. (1988). Relating Porter's business strategies to environment and structure. 
Academic Management Journal, 31 (2), 280-3 08. 
Minghetti, V. (2003). Building customer value in the hospitality industry: Towards the 
definition of a custorner-centric. Journal of Infori~~ation Technology & Tourism, 
6(2), 141-152. 
Mithas, S., Krishnan, M. S., & Fornell, C. (2005). Why do custorner relationship 
management applications affect customer satisfaction?. Joztrnal of Marketing, 
69(0ctober), 20 1-209. 
Moore, M., & Fairhurst, A. (2003). Marketing capabilities and firm's performance in 
fashion retailing. Journal of Fashion marketing and Managenlent, 7(4), 386-397. 
Morgan, N. A., Slotegraaf, R. J., & Vorhies, D. W. (2009). Linking marketing 
capabilities with profit growth. Inte~national Journal of Research in Marketing, 
26(4), 284-293. 
Morgan, N. A., Vorhies, D. W., Mason, C. H. (2009). Market orientation, marketing 
capabilities and firm performance. Strategic hfanagenient Journal, 30(8), 909 - 
920. 
Morgan, N. A., Zou, S., Vorhies, D. W., & Katsikeas, C. S. (2003). Experiential and 
informational knowledge, arcliitectural marketing capabilities, and the adaptive 
performance of export ventures. Decision Sciences, 34(2), 287-32 1. 
Morgan, R. M., & Hunt S. D. (1994). The commitment-trust theory of relationship 
marketing. Journal of Marketing, 58(3), 20-3 8. 
Moriarty, J., Jones, R., Rowley, J., & Kupiec-Teahan, B. (2008). Marketing in sinall 
hotels: A qualitative study. hfarketing Intelligence & Planning, 26(3), 293-3 15. 
Moutot, J.M., & Bascoul, G. (2008). Effects of Sales Force Automation Use on Sales 
Force Activities and Customer Relationship Management Processes. Jorrrnal of 
Personal Selling & Sales hfanagen~ent, 28(2), 167-1 84. 
Mukerjee, K., & Singh, K. (2009). CRM: A strategic approach. ICFAI. Journal of 
Manage~nent Research, 8(2), 65-82. 
Mulligan, P., & Gordon, S. R. (2002). The impact of information technology on 
customer and supplier relationships in the financial services. International 
Journal of Service Indtrstr3, Managenzewt, 13(1), 29-46. 
Mylonakis, J. (2005). Custorner relationship management functions: A survey of Greek 
bank customer satisfaction perceptions. The Icfai University Journal of Bank 
Mnnagenzent, 8(2), 7-3 1. 
Nahapiet, J., & Ghoshal, S. (1998). Social capital, intellectual capital, and the 
organizational advantage. Acadenzy of Managenzent Review, 23, 242-266 
Narver, J. C., & Slater, S. F. (1990). The effect of a market orientation on business 
profitability. Journal of Marketing, 45(4), 20-36. 
Nasution, H. N., & Mavondo, F. T. (2008). Organizational capabilities: Antecedents and 
implications for customer value. European Jotrrnal of Marketirlg, 42(3/4), 477- 
501. 
Neil, S. (20 10). Decomposing the effects of organizatio~lal memory on marketing 
implementation. Marketing Letters, 21(2), 135-147. 
Ngai, E. W. T. (2005). Customer relationship management research (1992-2002): An 
academic literature review and classification. hfarketing Intelligence Planning, 
23,582-605. 
Nguyen, T. H., Sherif, J. S., & Newby, M. (2007). Strategies for successful CRM 
implementation. Infovr~zation Managenlent & Con~puter Security, 15(2), 102- 1 15. 
Noble .C. H., & Mokwa M. P. (1999). Implementing marketing strategies: Developing 
and testing a managerial theory. Jour17al of Marketing, 63(4), 57-73. 
Nunes, J. C., & DrCze, X. (2006). Your loyalty program is betraying you. Hnrvard 
Business Review, 81(4), 124-1 3 1. 
Nunnally, J. C., & Berstein, I. H. (1994). Psychon?etric theory (3rd ed.). New York: 
McGraw-Hill. 
Olsen, M. D., & Connolly, D. J. (2000). Experience-based Travel How Technology Is 
Changing the Hospitality Industry. C'ornell Hotel and Restaurant Adnzinistration 
Quarterly, 4 1 ( 1 ), 30-40. 
Osarenkhoe, A. (2008) What characterizes the culture of a market-oriented organization 
applying a customer intimacy philosophy?. .Journal of Database Marketing & 
Custonzer Strategy hfanagenrent, 15(3), 169- 1 90. 
Osarenkhoe, A., & Bennai, A.E. (2007). An exploratory study of implementation of 
customer relationship management strategy. Business Process Manage~nent 
Journal, 13(1), 139-164. 
~zgene r ,  $., & Iraz, R. (2006). Customer relationship management in small-medium 
enterprises: The case of Turkish tourism industry. Tourisr~z Managenzent, 27(6), 
1356-1363. 
Pallant, J. (2007). SPSS. Survival ~i~alizlal. New York: McGraw-Hill. 
Papastathopoulou, P., Avlonitis, G., & Panagopoulos N.vG. (2007). Intra organizational 
information & communication technology diffusion: Implications for industrial 
sellers and buyers. Industrial Marketing Management, 36(3), 322-336. 
Paraskevas, A. (2001). lnternal service encounters in hotels: An empirical study. 
International Journal of Contenporary Hospitality Management, 13(6), 285- 
292. 
Payne, A. (2006). Handbook of C M :  Achieving Excellence in Custonzer Managenler?t. 
Burlington, MA: Butterworth-Heinemann. 
Payne, A., & Frow, P. (2005). A strategic framework for customer relationship 
management. Journrrl of Marketing, 66(4), 167- 176. 
Peelen, E., Van Montfort, K., Beltman, R., & Klerkx, A. (2009). An empirical study into 
the foundations of CRM success. .Journal of Strategic Mat-keting, 17  (6), 453- 
47 1. 
Peteraf, M. A. (1993).The cornerstones of competitive advantage: A resourced-based 
view. Strategic Management Journal, 14(3), 179- 19 1.  
Piccoli, G. (2008). lnforrnation technology in hotel management: A framework for 
evaluating the sustainability of it-dependent competitive advantage. Cbrnell 
Hospitality Quarterly, 49(3), 282-296. 
Piccoli, G., O'Connor, P., Capaccioli, C., & Alvarez, R. (2003). Customer relationship 
management - a driver for change in the structure of the U.S. lodging industry. 
Cornell Hotel and Restaurant A~inzinistration Quarterly. 44(4), 6 1-73. 
Piercy, N. (2002). Market-led strategic change: A guide to tran.sforn~ing the process of 
going to market. Oxford: Butterworth-Heineman. 
Piskar, F., & Faganel, A. (2009). A Successful CRM Irnplernentation Project in a 
Service Company: Case Study. Journal ofManagenzent, Inforniatics and Hunzan 
Resources, 42 (5) 199-208. 
Pizam, A., & Ellis, T. (1999). Customer satisfaction and its measurement in hospitality 
enterprises. International Journal of Contenlporury Hospitrrlity h!anagenzent, 
11(7), 326-339. 
Plakoyiannaki, E., & Tzokas, N. (2002) Customer relationship management: A 
capabilities portfolio perspective. .Journal of Database Management, 9(3), 228- 
237. 
Plakoyiannaki, E., Tzokas, N., Dimitratos, P. & Saren, M. (2008). How critical is 
employee orientation for customer relationship management? Insights from a 
case study. Journal of Managenient Studies, 45 (2), 268-293. 
Plessis, M. D., & Boon, J. A. (2004). Knowledge management in e Business and 
customer relationship management: South African case study findings. 
Internationrrl Journal of Knowledge hfanagement, 24(1), 73-86. 
Prahalad, C. K., & Hamel, G. (1990). The Core Colnpetence of the Corporation. 
Hanlard Business Review, 68(3), 79-9 1 . 
Pulendran, S., & Speed, R. (1996). Planning and doing: The relationship between 
marketing planning styles and market orientation. Journal of Marketing 
Management, 12(1-3), 53-68. 
Qureshi, S., & Mian, S. A. (2010). Antecedents and outcolnes of entrepreneurial firins 
marketing capabilities: An empirical investigation of small technology based 
firms. Journal of Strategic Inno~wtion and St~stainability, 6(4), 28-45. 
Raman, P., Wittmann, C. M., & Rauseo, N. A. (2006). Leveraging CRM for sales: The 
role of organizational capabilities in successful CRM implementation. .Journal of 
Personal Selling & Sales Managenlent, 26( I), 3 9-53. 
Ramani, G., & Kumar, V. (2008). Interaction orientation and firm performance. Journal 
of Marketing, 72(1), 27-45. 
Ramaswami, S. N, Srivastava, R. K., & Bhargava, M. (2009). Market-based capabilities 
and financial performance of firms: Insights into marketing's contribution to firm 
value. Joztrnal of the Acadenzy of Mol*keting Science, 3 7(2), 97- 1 1 6. 
Randolph, W. A., & Dess, G. G. (1984). The congruence of perspective of 
organizational design: A conceptual model and multivariate research approach. 
Acadeniy of Marketing Review, 9(1), 1 14- 127. 
Rashid, B. (2007). Destination evaluation: totlrist a.ssessrrient of beach resort in 
Malaysia, Unpublished PhD thesis, The University ofNottingham, UK. 
Razalli, M. R. (2008). The consequences of sewice operations practice and service 
respon.siveness on hotel perfornzance: Exanlining hotel in Malaysia. Unpublished 
PhD thesis, University Sains Malaysia, Malaysia. 
Reed, R., & Defillipi, R. J. (1990). Causal ambiguity, barriers to imitation, and 
sustainable competitive advantage. Acaden<v of Managenlent Review, 15(1), 88- 
102. 
Reichheld, F.F., & Teal, T. (2001). The Loyalty Effect: The Hidden Force Behind 
Growth, ProJits, and Lasting Value. Harvard Business School Press: Boston. 
Reimann, M., Schilke, O., & Thomas, J. S. (201 0). Customer relationship management 
and firm performance: the mediating role of business strategy. Journal of the 
Acadeniy of Marketing Science, 38(3), 326-346. 
Reinartz, W. J., & Kumar, V. (2002). The Mismanagement of Customer Loyalty. 
Haward Business Review, 80 (7), 4- 12. 
Reinartz, W., Kraffi. M., & Hoyer. W. D. (2004). The customer relationship 
management process: Its measurement and impact on performance. Jozlrnal of 
Marketing Research 11(3), 293-305. 
Remenyi, D., Williams, B., Money, A., & Swartz, E. (1998). Doing Research in 
Business and Mcmagen~ent. London: SAGE Publications. 
Richards, K. A., & Jones, E. (2008). Customer relationship management: Finding value 
drivers. Industrial Marketing Managenzent. 37(2), 120- 1 30. 
Riechheld, F. F.,& Sasser, W. E.(1990). Zero Defections: Quality Comes to Services. 
Haward Business Review, 68(5), 105- I 1 .  
Rigby, D. K., Reichheld, F. F., & Schefter, P. (2002). Avoid the four perils of CRM. 
Haward Business Review, 80(2), 10 I- 109. 
Rindfleisch, A., & Moorman, C. (2003). Interfirm cooperation and customer 
orientation. Journal of Marketing Research, 42 1-436. 
Roberts, M. L., Liu, R. R., & Hazard, K. (2005). Strategy, technology and organisational 
alignment: Key co~nponents of CRM success. The Journal of Database 
Marketing & Custonier st rate^ Managenzent, 12(4), 3 15-326. 
Roland, K., & Werner, H. K. (2005). MaNgaing overall service quality in customer 
centers. Interi~ationrrl Journal of Sewice Industry Managenlent, 1 6(2), 1 3 5 - 1 5 1 . 
Rootman, C., Tait, M., & Bosch, J. (2008). Variables influencing the customer 
relationship management of banks. Journal of Financial Sewices Mbrketing, 
13(1), 52-62. 
Ruiz-Ortega, M. J. & Garcia-Villaverde, P. M. (2008). Capabilities and competitive 
tactics influences on performance: Implications of the moment of entry. Journal 
of Business Research, 61(4), 332-45. 
Runyan, R.C., Huddleston, P., & Swinney, J.L. (2007). A resource-based view of the 
small firm. Qualitative Market Research, 10  (4), 390-402. 
Ryals, L., & Knox, S. (2001). Cross-functional issues in the implementation of 
relationship marketing through customer relationship management. European 
Managenzent Journal, 19(5), 534 -543. 
Ryals, L.J., (2005). Making customer relationship management work: The measurement 
and profitable management of customer relationships. Journal of Marketing, 
69(4), 252-261. 
Sadek, H., Yousef, A., Ghoneim, A., & Tantawi, P. (201 1). Measuring the qfect of 
custoiner relationship managenleiit (CRM) coniponents on the non finai~cial 
perfornzance of conzinercial bank: Eap t  case. European, Mediterranean & 
Middle Eastern Conference on Information Systems (EMCIS201 I), May 30- 
3 1 .Athens,Greece.Retrievedfrom.http://www.iseing.org/emcis/EMCIS WebsiteIE 
MCIS20 1 1%20Proceedings/SCI 1 O.pdf 
Sanzogni, L., Whungsuriya, N. 0. J., & Gray, H. L. (2008). Corporate Struggle with ICT 
in Thailand: A Case Study. The Elecironic Journal of Infornzatioi~ Systenis in 
Developing Countries, 34. 
Saunders, M .  N., Saunders, M., Lewis, P., & Thornhill, A. (201 1). Research niethods.for 
business students (51h ed.). England: Pearson Education Limited. 
Schierholz, R., Kolbe, L.M., & Brenner, W. (2007). Mobilizing customer relationship 
management: A journey from strategy to system design. Business Process 
Managenlent Journal. 13 (6), 830-852. 
Schulz, M. (2001). The uncertain relevance of newness: Organizational learning and 
knowledge flows. Aca(lenzy of Manc~genient Journal, 44(4), 66 1-68 1. 
Sekaran, U. (2007). Research nietl7oti for busiiless: A skill building approach. Taylor & 
Francis 
Sekaran, U., & Bougie, R. (2010). Research Methods for Business: A Skill Building 
Approach (51h ed.). New Delhi: Wiley India. 
Sharma, V. M., & Erramilli, M. K. (2004). Resoi~rce-based explanation of entry mode 
choice. Journal of Marketing Theory and Practice, I, 1 - 18. 
Shanthakumar, D. K., & Xavier, M. J. (2001). CRM: A Research Agenda. Customer 
Relationship Management: Emerging Concepts, Tools, and Applications, P26-3 1 
Shaw, G., & Williams, A. (2009). Knowledge transfer and management in tourism 
organization: An emerging research agenda. Tourisnz Management, 30(3), 325- 
335. 
Shi, J., & Yip. L. (2007). Driving innovation and improving employee capability: The 
effects of customer knowledge sharing on CRM. The Business Review, 7(1), 107- 
112. 
Sigala, M. (2005). Integrating customer relationship management in hotel operations: 
Managerial and operational implications. Intema/ional Journal of Ho.syitality 
Management, 2 J(3), 39 1 -4 1 3. 
Sigala, M., & Connolly, D. (2004). In search of the next big thing: IT issues and trends 
facing the hospitality industry: A Review of the Sixth Annual Pan-European 
Hospitality Technology Exhibition and Conference (EURHOTEC 2001); 
International Hotel & Restaurant Association, 19-2 1 February 200 1. Paris, 
France: Palais Des Congres. Tourisnl Management, 25(6), 807-809. 
Siguaw, J.A., & Enz, C.A. (1999). Best practices in marketing. Cornell Hotel and 
Restaurant Adnrinistration Quarterly ,October, 3 1-59. 
Sin, L. Y., Alan, C. B., & Yim, F. H. (2005). CRM: Conceptualization and scale 
development. European Journal of Marketing, 39(11/12), 1264- 1290. 
Sin, L. Y., Alan, C. B., Chan, H., Heung, V. C., & Yim, F. k1. (2006). The effects of 
relationship marketing orientation on business performance in the hotel industry. 
Journal of Hospitality & Touri.mi Research, 30(4), 407-426. 
Sing, S., Ranchhod, A. (2004). Market orientation and customer satisfaction: Evidence 
from British machine tool industry. Industrial marketing management, 33, 135- 
144. 
Sirirak, S., Islam, N., & Khang, B.D. (201 1). Does ICT adoption enhance hotel 
performance?. Jozrrnal of Hospitality and Tozrrisnl Technology 2(1), 34-49. 
Slater, S. & Narver, J. (1995). Market orientation and the learning organization. Journal 
of Marketing, 59(3), 63-74. 
Slater, S. F., & Narver, J. C. (1998). Customer-led and market-oriented: let's not confuse 
the two. Strategic h4anagenzent .Jolrrnal, 19(1 O), 100 1-1 006. 
Slater, S. F., Hult, G. T. M., & Olson, E. M. (2010). Factors influencing the relative 
importance of marketing strategy creativity and marketing strategy 
implementation effectiveness. Industrial Marketing Management, 39(4), 551- 
559. 
Slotegraaf, R. J., & Dickson, P. R. (2004). The paradox of a marketing planning 
capability. Journal oj'the Acadenzy of Marketing Science, 32(4), 37 1-385. 
Soch, H., & Sandhu, H. S. (2008). Does customer relationship management activity 
affect firm performance'?. Globcrl Business Review. 9(2), 189-206. 
Sproull, N. D. (2004). Handbook of research methods: A guide for practitioners and 
Students in the social sciences (3rd Ed.). New Jersey: The Scarecrow Press. 
Srinivasan, R., & Moorman. C. (2005). Strategic Firm Commitments and Rewards for 
Customer Relationship Management in Online Retailing. Journal of Marketing, 
69(0ctober), 193-200. 
Srivastava, R. K., Fahey, L., & Christensen, H. K. (2001). The resource-based view and 
marketing: the role of market- based assets in gaining competitive advantage. 
Jounial of Management, 2 7(6), 777-802. 
Srivastava, R. K., Shervani, T. A. & Fahey, L.(1999). Marketing, Business Processes, 
and Shareholder Value: An Organizationally Embedded View of Marketing 
Activities and the Discipline of Marketing. Jozrrnal of Marketing, 63, (Janury), 
168- 179. 
Starkey, M., & Woodcock. N. (2002). CRM System: Necessary, but not Sufficient. 
Reap, the Benefits of Customer Management. Journal of Database Marketing, 9 
(3), 267-75. 
Stevens, J. P., (2002). Applied Multivariate Statistics for the Social Sciences, fourth 
edition. Lawrence Erlbaurn Associates, New Jersey 
Stockdale, R. (2007). MaNgaing customer relationships in the self-service environment 
of e-tourism. Journal of Vacation Marketing, 13(3), 205-2 19. 
Stringfellow, A., Winter, N., & Bowen, D. E. (2004). CRM: Profiting fiorn 
understanding customer needs. Busi)ies.s Horizons, 47(5), 45-52. 
Su, C. H., Tsai, A., & Hsu, C. L. (2010). The TQM extensio~~: Total customer 
relationship management. Total Q~ali ty  Managenlent, 21(1), 79-92. 
Ta-jeddini, K. (2010). Effect of customer orientation and entrepreneurial orientation on 
innovativeness: Evidence from the hotel industry in Switzerland. Tozlrisnz 
Afanagen~ent, 3 1 (2), 22 1-23 1. 
Ta-jeddini, K. (201 1). Customer orientation, learning orientation, and new service 
development: An empirical investigation of the Swiss hotel industry. Journal of 
Hospitality d; Touri.srtz Research, 35(4), 437-468. 
Tarnilarasan, R. (201 1). Customer relationship management in banking services. Jotwnal 
of Advances in Managenient, -/(I ), 23-34. 
Tavitiyarnan, P., Qu, H., & Zhang, H. Q. (201 1). The impact of industry force factors on 
resource competitive strategies and hotel performance. International Jolrrnal of 
Hospitality Management, 30(3), 648-657. 
'rear, R., Cook, D., Adams, D., Burgess, C., & Ingram, H. (2001). Editorial-current 
issues in hotel accounting practice. Internatio~zal Journal of conte~nporary 
hospitality management, 13(3), 109- 1 1 0. 
Teece, D.J., Pisano, G. & Shuen, A. (1997). Dynamic capabilities and strategic 
management. Strategic Managenlent Journal, 18 (8), 509-533. 
Teng, K. L. L.. & Ching, P. W. (2007). The use of customer relationship management 
(CRM) by manufacturing firms in different industries: A Malaysian survey. 
Irzternational Jotlrnal of Managen?ent, 24(2), 386-399 
Thakur, R., Summey, J.H., & Balasubramanian, S.K. (2006). CRM as Strategy: avoiding 
the pitfall of tactics. Marketing Management Journal, 16 (2), 147-1 54. 
Tolmie, A., Mui-js, D., & McAteer, E. (20 1 1). Quantitative nzethods in educational and 
social research using SPSS. Open University Press. 
Tourism Malaysia. (20 13). Tourism Malaysia-Statstics. Retrieved April 26, 201 3, from. 
http://corporate.touris~n.gov.my/research.asp?page=facts figures 
Trochim, W. M. K. & Donnelly, J. P. (2008). Reseal*ch nqethods hiowledge base (3'd 
ed.). Sydney: Cengage Learning. 
LINWTO. (20 l 1), Tourism Highlight 201 1, World Tourism Organization. Retrieved 
May 29 ,201 2from 
http://mkt.unwto.or.dsites/al I/files/docpdf/unwtohi~h1ightsllenhr.pdf 
UNWTO. (2012), Tourism Highlight 201 2, World Tourism Organization. Retrieved 
April 29 ,201 3from 
http://dtxtq4w60xqpw.cloudfront.net/sites/alI/fi1es/docpdf/unwtohi~hIights12enh 
r I.pdf 
UN WTO. (20 13), Tourism Highlight 20 13, World Tourism Organization. Retrieved 
August 1 ,20 13from http://ln kt.unwto.org/en/pub1ication/unwto-tourism- 
highlights-20 13-edition 
Usbanskiene, R., iostautiene, D., & ChreptaviCiene,V. (2008). The Model of Creation of 
Customer Relationship Management (CRM) System. Engineering Economics, 3, 
5 1-59. 
Vatanasombut, B., Styliano~~, A., & Igbaria, M. (2004). How to retain online customers. 
Coni~~zzznications of the ACM, 47(6), 65-9. 
Verhoef, P. C., Reinartz, W. J., & KrafTt, M. (2010). Customer engagement as a new 
perspective in customer management. Journal of Service Research, 13(3), 247- 
252. 
Verlna ,S., & Chaundhuri, R. (2009). Effect of CRM on Customer Satisfaction in 
Service Sector in India. Journal of Marketing and Conzl~zunication, 5(2), 55-69. 
Vogt, C. A. (201 1). Custon~er elationship management in tourism: Management needs 
and research applications. Journal of Travel Research, 50(4), 356-364. 
Vorhies, D. W., & Morgan, N. A. (2005). Benchmarking Marketing Capabilities for 
Sustainable Competitive Advantage. Journal of Marketing, 69(1), 80-94. 
Vorhies, D. W., Morgan, R. E., & Autry, C. W. (2009). Product-market strategy and the 
marketing capabilities of the firm: Impact on market effectiveness and cash flow 
performance. Strategic Manage~nent Jozzn~al, 30( 12), 13 10- 1334. 
Wahlberg, O., Strandberg, C., Sundberg, H., & Sandberg, K. W. (2009). Trends, topics 
and ~ ~ n d e r  researched areas in CRM research - a literature review. International 
Journal ofpublic Infornzation Systems, 5(3), 19 1-209. 
Wang, C., Huang, Y., Chen, C., & Lin, y. (2010) The influence of customer relationship 
management process on management performance, The internationcrl journal of 
organizational in11ovation,2(3),40-50. 
Wang, J., & Wang, J. (2009). Issues, challenges, and trends, that facing hospitality 
industry. Managenzent Science and Engineering, 3(4), 53-58. 
Wang, Y., & Fesenmaier, D.R. (2004) Modeling participation in an online travel 
community. Journal of Travel Research, 42(3), 26 1-270. 
Wang, Y., Lo, H. P., Chi, R., & Yang, Y. (2004). An integrated framework for customer 
value and customer-relationship management performance: A customer-based., 
perspective from China. MaNgaing Service Quality, 14(2/3), 169- 182. 
Wang,J. Z., & Wang, J. (2009). Issues, challenges, and trends, that facing hospitality 
industry. Managenzent Science and Engineering, 3(4), 42-52. 
Wernerfelt, B. (1984). A resource-based view of the firm. Strategic Manageiflent 
Journal, 5(2), 17 1 - 180. 
White, J. C., Contant, J. S., & Echambadi, R. (2003). Marketing Strategy Development 
Styles, Implementation Capability, and Firm Performance: Investigating the 
Curvilinear Impact of Multiple Strategy-Making Styles. Marketing Letters , 
14(2), I I 1-124. 
Wijaia, S. (2005). The effect of loyalty programs on customer loyalty in the hospitality 
industry. Jurnal Manajetnen Perhotelan, I (  1 ), 24-3 1 . 
Wikstrom, C.E., & Isomaki, H. (2008, April). Human-centeredness in customer 
relationship management implementation research: Towards a holistic 
perspective. Department of Computer Sciences University Of Tampere [Online]. 
Available at: http://www.cs.uta.fi/reports/dsaria/D-2008-2.pdf [Accessed 
December 1 1,20 101 
Wu, S. I., & Hung, J.  M. (2007). The performance measurement of cause-related 
marketing by balance scorecard. Total Qtlality Managenzent, 18(7), 77 1-79 1. 
Wu, S. I., & Li, P. C. (201 1). The relationships between CRM, RQ and CLV based on 
different hotel preferences. International Journal of Hospitality Management, 
30(2), 262-27 1. 
Wu, S. I., & Lu, C. L. (2012). The relationship between CRM, RM, and business 
performance: A study of the hotel industry in Taiwan. International Journal of 
Hospilality Management, 31 ( 1 ), 276-285. 
Wubben, M. (2008). Analytical CXhd[electronic resource]: developing and rnaintaining 
profitable custonzer  relationship,^ in non-contractual settings. Springer. 
Xu, M., & Walton, J. (2005). Gaining customer knowledge through analytical CRM. 
Industrial Managenzent Data Systenzs, 105(7), 95 5-972. 
Xu, Y., Yen, D. C., Lin, B. & Chou, D. C. (2002). Adopting customer relationship 
management technology. Industrial Management & Data Systems, 102(8), 442- 
452. 
Yang J & Wang C. (2004). Advancing organisational effectiveness and knowledge 
management implementation. Tot~ristn Management, 25 (5), 593-60 1. 
Yen, F. L. & Othman, M. (201 1). Data Envelopment Analysis to Measure Efficiency of 
Hotels in Malaysia, SEGi Review, 41 (1), 25-36. 
Yilmaz, C., Alpkan, L., & Ergun, E. (2005). Culture determinants of customer-and 
learning oriented value system and their joint effects on firm performance. 
Journal of Business Researches, 58(1 O), 1340- 1352. 
Yim, F. H. K., Anderson, R. E., & Swaminathan, S. (2004). Customer relationship 
management: its dimensions and effect on customer outcomes. Journal of 
Personal Selling and Sales Management, 24(4), 263-278. 
Yin, R. K. (2003). Case study research: Design and methods (3rd ed.). Thousand Oaks, 
CA: Sage. 
Yoo, M., Lee, S., & Bai, B. (201 I). Hospitality marketing research from 2000 to 2009: 
topics, methods, and trends. International Journal of Conten~porary Hospitality 
Management, 23(4), 5 17-532. 
Yueh, C. L., Lee, Y., & Barnes, F., B, (2010). The effects of leadership styles on 
knowledge-based customer relationship management implementation. 
Internationaljournal of management and inarketing research, 3( 1 ), 1 -1 9. 
Zablah, A.R., Bellenger, D.N. & Johnston, W.J. (2004). An evaluation of divergent 
perspectives on customer relationship management: Towards a common 
understanding of an emerging phenomenon. Industrial Marketing Management, 
33(6), 475-489. 
Zahay, D., & Griffin, A. (2004). Customer learning processes, strategy selection, and 
performance in business-to-business service Firms. Decision Sciences, 35(2), 
169-203. 
Zailani, S., Omar, Z., & Kopong,S. ( 2011). An exploratory study on the factors 
influencing the non-compliance to halal among hoteliers in Malaysia. 
International Business Management, 5(1), 1 - 12. 
Zehir, C., Acar, A. Z., & Tanverdi, H. (2006). Identifying organizational capabilities as 
predictors of growth and business performance. The business review, 5(2), 109- 
116. 
Zhou, K. Z., Brown, J. R., & Dev. C. S. (2009). Market orientation, competitive 
advantage, and performance: A demand-based perspective. Jotl~*nal qf Business 
Research, 62(11), 1063- 1070. 
Zikmund, W. G. (2003). Bt~siness Reseal*ch Methods. Oklahoma: South-Western 
Zineldin M. (2000). Beyond relationship marketing: Technologicalship marketing. 
Marketing Intelligence and Planning, 18(1), 9-23. 
Zineldin, M. (1999). Exploring the cornrnon ground of total relationship management 






Attention: Hotel General Manager 1 senior manager 
Malaysia 
Dear participant, 
I am Abdul Alem Mohammad, a Ph.D. candidate. I would like to take this opportunity 
to invite you to participate in a research survey entitled "Assessing the impact of 
Customer Relationship Management (CRM) Dimensions on Hotel Performance in 
Malaysia". The purpose of this study is to investigate the relationships between CRM 
dimensions, marketing capabilities, and hotel perforn~ance. It will only take about 10 
minutes of your valuable time to complete this survey. 
Your participation is voluntary and your answers will be kept anonymous and 
confidential. Only the researcher will have the right for data access. If you have any 
questions regarding the survey, you may contact me directly by email at 
S92968@student.uum.edu.my or by phone at 01473 14814. 
I would like to thank you in advance for your participation and for volunteering your 
valuable time. 
Sincerely, 
ABDUL ALEM MOHAMMAD MOHAMMAD 
Ph.D. Candidate 
School of Tourism, Hospitality and Environmental Management 
College of Law, Government and International Studies 
Universiti Utara Malaysia 
Kedah,060 10. 
PART I : .BACKGROUND 
SECTION A: Your background 
1. Please indicate your gender Male n 
2. Please indicate your age group 
Over 64 n 
3. Your current position: 
Hotel Owner General Manager 
Division Manager Supervisor n Other (please specify): 
4. How Inany years have you been working in hotel industry? 
................. .years 
5. How Inany years have you been working in this hotel? 
....................... .years 
SECTION B: Hotel profile 
I .  Star rating 
Resident Manager n 
2. Category : City hotel Hill resort ] Beach resort 0 
Other (please specify): 
3. Type of your Hotel's affiliation: 
Chain Independent Other (please specify): 
4. Location of the hotel (State) ............................. 
5. How many years is your hotel in operation? 
1 .  Less than Syears ( 2. 5-9 years / 3. 10- 15years n 
4. More than for 1 5 years 0 
6. Number of Rooms. 1. 100 and below n 2. 101 -200  3. 20 1-300 n 
4.30 1-400 n 5.40land above n 
7. Number of employees. 1. 100 and below 2. 101 -200 1 3. 20 1-300 u 
4.301 -400 n 5.401-500 1 6. More than 501 0 
8. Average occupancy rates. 1. 50% and below 2.51%-60% 0 
5. More than 80% n 
PART 2: USING CRM AND ITS DIMENSIONS 
SECTION 1 : Using CRM Strategy 
CRM is a business strategy that utilizes organization internal resources (i.e. 
people, technology, and business process) to maintain and update customer 
information, and build long term relationship with current and potential 
custoiners for creating a competitive advantage and improving hotel 
perforinance. Based on this definition please answer tliefollowi~ig questions: 
1. Is your hotel using CRM? 
SECTION2. Customer Relationship Management (CRM) Dimensions. 
2. How long has your hotel been 1. Less than 6 months 2. n 6- 1 1 months 
In this section, the researcher is interested in your opinions about the CRM 
dimensions in your hotel. 
using CRM? 
Customer Orientation of your hotel 
Please mark with " x" one answer that best represents your experiences and opinions for 
the following statements. 
1 = Strongly Disagree 2= Disagree 3= Neutral 4= Agree 5=Strongly Agree 
I T 1 3 4 S s -  
3 . n  1-3years 
4. 0 More than 3years ( please go to section21 
1. The business objectives of this hotel are 
customer satisfaction oriented. 1 1 
) 2. The hotel closely monitors and assesses its level 1 1 1 1 i I 
of commitment in serving customer needs. , 
I 3. The competitive advantage of this hotel is based 
- 
4. The business strategies of this hotel are driven 
by objective of increasing value for customers. 
5. The hotel frequently measures customer 
i I 
satisfaction. 
6. The hotel pays great attention to after-sales 
1 service. I I I I I I 
7 h e  hotel offers personalized products and 
1 services for kev customers. 
I, I I 
1 CRM Organization in your hotel 
to develop the skills required for acquiring and 
deepening customer relationships. 
1 
and resources to succeed in CRM. 
2. Our employee training programs are designed 
I 
Please mark with " x" one answer that best represents your experiences and opinions for 
the following statements. 
I =  Strongly Disagree 2= Disagree 3= Neutral 4= 
I 
3. The hotel has established clear business gods 
related to customer acquisition, development, 
retention, and reactivation. 
4. In this hotel, employee performance is 
measured and rewarded based on meeting 
around our customers. 
6. In this hotel, customer-centric performance 
1 .  The hotel has the sales and marketing expertise, 
customer. 
1 1  




Management in your hotel 
Please mark with " x" one answer that best represents your experiences and 1 opinions for 
1 
5. Our hotel structure is meticulously designed 1 
standards are established and monitored at all customer 
touch points. 
7. The hotel commits time and resources to managing 
customer relationship. 
the following statements. 
1= Strongly Disauree 2= Disagree 3= Neutral 4= Agree 5=Strongly Agree 
11 1 2  13 4  5  
1 
key custo~ners via knowledge leaning. 
d n n e l s  to enable ongoing 1 
I. Hotel's employees are willing to help 
> 
2.The hotel fully understands the needs of our 
4. Hotel's employees provide customers with 1 prompt service. 
--
and two-way colnmunication with our key custo~ners 1 1  
i 1 
1 1 
1 technical support for use of CRM technology in 
buildin customer relationships. 
b e 1  has right hardware to serve its 
Technology- based CRM in your hotel 
Please mark with " x" one answer that best represents your experiences and opinions for 
the following statements. 
I = Strongly Disagree 2= Disagree 3= Neutral 4= Agree 5=Strongly Agree 
I customers. I I I I I 
3. The hotel has right software to serve its I I I 
I .  The hotel has right technical staff to provide 
across the different functional areas. 
5. In this hotel, individualized information about F-
3 1 2  
1 centralized and UD-to-date database. 1 1 1 1 1 1 
4 
each customer is available at all contact points. 1 
PART3. MARKETING CAPABILITIES 
5 
I 
In this section, the researcher is interested in your opinions about the marketing 
planning capability and marketing implementation capability in your hotel. 
Marketing planning capability in your hotel 
Please mark with " x" one answer that best represents your experiences and opinions for 
the following statements. 
I= Strongly Disagree 2= Disagree k 
6. The hotel is able to consolidate all information 
I acquired about custo~ners in comprehensive, I 
p h e  hotel ~nakes a thorough marketing planning process. 1 1 1 1 1 
~~~~~
I. The hotel has superior marketing planning skills. 
2. The hotel sets clear marketing goals. 
3. The hotel develops creative marketing strategies. 
, 4. The hotel segments and targets market effectively. 
--- 
I 
Marketing implementation capability in your hotel 
Please mark with " x" one answer that best represents your experiences and opinions for 
the following statements. 
I = Strongly Disagree 2= Disagree 3= Neutral 4= Agree 5=Strongly Agree 
5. The hotel monitors the performance of marketing I 
1. The hotel allocates marketing resources to 
implement marketing strategies effectively. 
2. The hotel delivers marketing programs effectively. 
3. The hotel translates marketing strategies into action 
effectively. 
4. The hotel executes marketing strategies quickly. 
PART3. HOTEL PERFORMANCE 
----- 
~ I 
(If your hotel is less than three years in operation, please don't answer this part) 
1 
1 Financial perspective I 1 Please mark with "x" one answer that indicates the changes in performance of your 1 
2 3 4  
hotel over the past 3 years. 
I =  Strongly Disagree 2= Disagree 3= Neutral 4= Agre 
1 
1 .  The total cost of hotel has decreased. 
2. The unexpected losses in hotel have reduced. 
3. The rate of sales growth has increased. 
4. The return on assets of hotel has increased. 
5 
1 5. The net profit margin of hotel has increased. I I 1 I 1 
Customer perspective 
1 1  12 13  
1 1 .  The needs of various tvues of customers have satisfied I 1 1 I 1 I 
2. Customer's repeat to purchase has increased. 
L-- 1x 1 3. Customer satisfaction has increased. I 1 I I 1 1 
1 4. The market share of hotel has increased. 
Internalprocess perspective 
1 2. Customer co~n~la in t s  have been decreased. 1 I / 1 1 1 
1. The operating efficiency of hotel has increased. 
1 3. The ability to retain old customers has improved. 1 4. The ability to confirm target customers has improved. 
1 2 3  14  5 
1 Learning and growth perspective 2 
I 
-- 
].Employees7 ability to solve oroblems has improved. I 
1 2. The quality of employees' service has improved. 1 3. The intention of enlolovees to learn has imoroved. 1 ( 4. The corporate culture has promoted effectively. I I 1 1 I 
THANK YOU VERY MUCH FOR YOUR TIME AND EFFORT 
USED IN COMPLETING THIS QUESTIONAIRE. 
UNIVEKSITI UTAKA MALAYSlA 
CWJIO UUM 51ntok. Kr rW O z d  hown, Malqna Tcl MY VW dlYN 
------a- - - - 





TO WHOM IT MAY CONCERN 
Sir I Madam 
DATA COLLECTION FOR THESE 
This is to certii that Abdul-Alem Mohsmmad Mohamad (Matric 
Number 92968) is a lull time Ph.D student at Univeniti Utam Malaysja. 
Sintok. Kedah. 
He needs to collect data for his thesis in order lo fulfill the requirements of 
his programme. 
We duly hope that your organization will be able b assist him in getting 
the necessary information for his research. 
Thank you. 
"ILMU BUD1 BAKlY" 
Yours faithfully 
YUS ASNIA YUSOFF 
Senior Assistant Registrar 
Ghazali Shafie Graduate School of Government 
UUM Cdlege Of Law. Government and International Studlw 
Universiti Utara Malaysia, 06010 UUM Sintok. Kedah. 
e-mall : yusl l  l7@!uum edu my 
MALAYSIAN ASSOC1ATIO.Y Or I l O t C L S  
IIERSATUhN HCITEI. MA1,hYSfA 
General Manager 
MAH Member Hotels 
Dear Sirs / Madam. 
SUPPORT OF RESEARCH ON ASSESSING THE INFLUENCE OF 
CUSTOMER RELATIONSHIP MANAGEMENT (CRM) DIMENSIONS ON 
PERFORMANCE OF HOTELS IN MALAYSIA 
- - .- -- --- - -- - 
Mr Abdul Alem Mohammad currently pursuing his Doctor of Philosophy with the 
School of Tourism, Hospitality, Environmental Management, University Utara 
Malaysia, is conducting a research to complete his study with the topic 
mentioned above. 
This study is an attempt to provide a value conceptual model that explains the 
theoretical linkages existing between CRM dimensions and hotel performance. It 
will also enable hotel managers lo know the impact of CRM on hotel performance 
as well as, which dimension has a high influence on hotel performance. 
Additionally, the study will help them to utilize hotels' internal resources to 
implement CRM successfully and consequently improve their performance. 
On behalf of the Malaysian Association of Hotels (MAH), we would like to 
express our support for the research conducted by h~m. Your kind assistance is 
required to ensure the success of this research. 
All responses will be strictly used for research purposes only and once 
completed, a copy of the final report will be available with MAH. 
Should you have any inquiries, please feel free to contact Mr. Abdul Alem 
Mohammad at abd 102006@v~tv~o_~rn.  
Thank you. 
Best regards, 
MALAYSIAN ASSOCIATION OF HOTELS 
Chief Executive Officer 
APPENDIX 2 
FACTOR ANALYSIS RESULTS 
Factor Analysis for CRM Dimensions 
OlrcislfiOr 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
Bartlett's Test of Sphericity Approx. Chi-square 
,844 
1337.713 
~>Gac:ion Method: Principal ConponeitAnakysis. 

























Tota C6 ofvsriance 
6 777 18.239 
2 453 10.220 
1830  7.627 
1 578 6.574 





753 3.1 37 
708 2.950 
631 2.671 
61 8 2.573 
515 2 272 







283 1.1 31 
252 1.048 









































Lcadings Load ngsd 






C 0 2  
C 0 5  
C 0 1  
C 0 3  
C 0 4  
C 0 7  



















Rotation Method: Promaxwlth Kaiser 
Normalization. 

































Factor Analysis for Marketing Planning Capability 
Correlation Matrix 
KMO and Bartlett's Test 
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Factor Analysis for Marketing Implementation Capability 
Corr@ht~m Motnx 
MIQ 
MlC4 343  1.333 
Component Matrixa 
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components 
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Factor Analysis for Hotel Performance 
;wledmlkrra 
HMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 








Total Variance Explained 
Extraction Method: Principal Component Analysis. 
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Extraction Method: Principal component ~nalysis. 
Rotation trilethod: Promaxwith Kaiser 
Normalization. 
a. Rotation converged in 5 iterations. 
APPENDIX 3: 
RELIABILITY RESULTS 
Reliability Scale for Customer Orientation. 
Reliability Statistics 
Cronbach's 
N of Items 
Reliability Scale for CRM Organization 
Reliability Scale for Knowledge Management 
Cronbach's 
N of ltems 
Reliability Scale for Technology-based CRM 
Cronbach's 
N of ltems 
Reliability Scale for Marketing Planning Capability 
Reliability Statistics 
Cronbach's 
N of ltems 
Reliability Scale for Marketing Implementation Capability 
Reliability Statistics 
Cronbach's 
N of ltems 
Reliability Scale for Hotel Performance 
Reliability Statistics 
Cronbach's 
N of ltems 
I HISTOGRAMS AND NORMAL PROBABILITY PLOTS 
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Relationship between CRM dimensions (customer orientation (CO), CRM 
organization (CRMO), knowledge inanageinent (KM) and Technology- 
based CRM (TCRM)) (IV) and hotel performance (HPMD) (DV). 
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Relationship between CRM dimensions (customer orientation (CO), CRM 
organization (CRMO), knowledge inanageinent (KM) and Technology- 
based CRM (TCRM)) (IV) and marketing planning capability (MPC) (DV). 
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Relationship between CRM dimensions (customer orientation (CO), CRM 
organization (CRMO), knowledge management (KM) and Technology- 
based CRM (TCRM)) (IV) and marketing i~npleinentation capability (MIC) 
(DV). 
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APPENDIX 6 
Relationship between CRM dimensions (IV) and hotel performance (DV). 
Scalterplot 
Dependent Variable: HPMD 
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Regression Standard~zed Predicted Value 
Relationship between CRM dimensions (IV) and marketing planning 
capability (DV). 
Scatterplot 
Dependent Variable MPC 
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Relationship between CRM diinensions, marketing planning 
capability and hotel performance 
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APPENDIX 7: 
1 REGRESSION ANALYSIS RESULTS 
Multiple Regressions for the Relationship between CRM Dimensions and Hotel 
Performance 
Variables ~n te red l~ernoved~  
I I I I I 
Variables Variables , Enter 
Model Entered Removed Method 
TCRM, CO, KM, 
CRMO 
a. All requested variables entered. 
b. Dependent Variable: HPMD 
s PMabrs,f%~(l~~~tl, ICM, CO, KU, C.iM 





a. Predictors: (Constant), TCRM, CO, KM, CRMO 
b. Dependent Variable: HPMD 















Multiple Regressions for the Relationship between CRM Dimensions and 
Marketing Planning Capability 
Variables ~ n t e r e d l ~ e m o v e d ~  
Variables Variables 
Model Entered Removed Method 
TCRM, CO, KM, 
a. All requested variables entered. 
b. Dependent Variable: MPC 
3 Recrcxx~ ~ConstlrQ TCFM, ~:O,kn, 2RVO 
3 Cependllrt cJarrabb I F C  
a. Predictors: (Constant), TCRM, CO, Ktvl, CRMO 
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Multiple Regressions for the Relationship between CRM Dimensions and 
Marketing Implementation Capability 
Variables ~n te red l~ernoved~  
Model Entered Removed Method 
TCRM, CO, KM, 
CRMO 
a. All requested variables entered. 
b. Dependent Variable: MIC 
a. Predictors: (Constant), TCRtvl, CO, KFA, CRMO 































































Simple Regression for the Relationship between Marketing Planning Capability 
and Hotel Performance 
Model  urnm mar$' 
a. Predictors: (Constant), MPC 
b. Dependent'Jariable: HPMD 
Model 
a. Predictors: (Constant), MPC 
b. Dependent Variable: HPMD 
Coefficientsa 
R 
















































Simple Regression for the Relationship between Marketing Implementation 
Capability ancl Hotel Performance 
Model ~rrmrnaryb 
a. Predictors: (Constant), MIC 
b. Dependentvariable: HPMD 
Model 
1 
a. Predictors: (Constant), MIC 
b. Dependent Variable: HPMD 
Coefficientsa 






















































Multiple Regressions for the Relationship between CRNI Dimensions, Marketing 
Planning Capability, and Hotel Performance. 
Variables ~nteredl~ernoved~ 
I I I I I 
Variables Variables , Enter 
Model Entered Removed Method 
MPC, TCRM, 
CO, KM, CRMO 
a. All requested variables entered. 
b. Dependent Variable: HPMD 
Model Summary 
a. Predictors: (Constant), MPC, TCRM, CO, KM, CRMO 









Unstandardized Coefficients I Coefficients 
I I 
a. Predictors: (Constant), MPC, TCRM, CO, KM, CRMO 
Model B Std Error Beta 






























a. Dependent Variable: HPMD 
Multiple Regressions for the Relationship between CRM Dimensions, Marketing 
Implementation Capability, and Hotel Performance. 
Variables ~ n t e r e d l ~ e m o v e d ~  
I I I I I 
Variables Variables , Enter 
Model Entered Removed Method 
MIC, TCRM, 
CO, KM, CRMO 
a. All requested variables entered. 
b. Dependent Variable: HPMD 
Model Summary 
a. Predictors: (Constant), MIC, TCRM, CO, KM, CRMO 















a. Predictors: (Constant), MIC, TCRM, CO, KM, CRMO 
R 
,801 a 




Unstandardized Coefficients I Coefficients 
I I 















Std. Error of the 
Estimate 
,19360 
Mean Square 
1.965 
,037 
Beta 
F 
52.415 
Sig. 
.OOoa 
t 
1.639 
Sig. 
,103 
